Background
In 2003, the Diocese of Wichita, Kansas test marketed a campaign to promote Natural Family Planning (NFP). This effort was part of a larger project, underwritten by the Family of the Americas Foundation (FAF) through the Pax et Bonum Foundation. The FAF project has four main objectives:
1. To test market a strategy to reach out to the entire community (including Hispanics) with various marketing and public relations tools promoting NFP; 2. To train additional teachers to provide quality NFP services to married and engaged couples, using Family of the Americas Foundation's material, and providing compensatory salaries; 3. To provide education on human fertility and procreation including a fundamental explanation of the fertility cycle and how to interpret the physiological signs of fertility; 4. To expand the capacity of current office operations through additional teaching sites, phone lines, computer equipment, audio-visual equipment and staff as needed for twelve months.
This article describes the results of an awareness campaign addressing the first goal of reaching out to the community. The data presented here comes from the first phase of the campaign, which lasted from September 2003 through December 2003. The tabulations are based on information collected from calls made to the NFP Office in response to the advertising. A follow-up campaign is planned for the future.
The Awareness Campaign
The promotional campaign consisted of a combination of radio ads, print ads, publicity, and four billboards. The target audience for the first phase of the campaign was the female population of the Wichita Metropolitan Statistical Area (MSA) of childbearing age (18 to 45 years old) .
One of the challenges of using the mass media in this effort is that NFP encompasses the full range of the human being: physical, emotional, psychological, spiritual, and intellectual. 1 The most effective mass media messages tend to be simple and quickly grasped by the passing motorist or radio listener. 2 To get the attention of the population, concisely touching on all aspects of the human person, while remaining faithful to the Roman Catholic Church's teaching on natural law, the tag line chosen to complement the billboards and radio ads was: "99% Effective. 100% Natural. Your Body Knows." ™ The multimedia campaign started on September 22, 2003 and ran for three months. Radio spots were purchased from fifteen stations, including a Hispanic radio station. All three radio commercials featured women discussing NFP, with the word "naturally" featured prominently in the dialogue. The billboard depicted a woman sitting on a bed dreamily looking at a long-stemmed rose. Two of the billboard locations were set up on a rotating basis. Two interviews on the local television news and several letters to the editor were published in the Wichita Eagle as a result of this promotion.
The campaign was extensive. The reach (a measure of the number of different individuals exposed to the media) of the radio advertisements over the three-month period was estimated to be 96%, with an average exposure to the message of 23 times. The billboards reached 88% of the population with an exposure of 58 times. 4 In the eight months prior to the campaign, the NFP office had 196 calls and eight months after the start of the campaign, call volume exceeded 1000. Consequently, twelve new training couples were recruited and an additional 150 couples were trained in the practice of NFP.
Those who contacted the NFP office either by telephone or by walk-in were asked a set of questions regarding personal information and the medium prompting the inquiry.
5 The inquirer's name, address, sex, marital status, age, religion, and which media they were exposed to (radio station, billboard location, newspaper print ad, personal recommendation) were captured in the questionnaire. The resulting data set contained 702 records, although some records were incomplete. 6 The data was analyzed to see if any patterns might emerge that would offer insight into the characteristics of those responding to the awareness message. (In the course of looking at the data, several hypotheses presented themselves for further study).
Caller Profile by Age, Sex, and Marital Status
As expected, the awareness campaign elicited inquiries from the target age group (18-45)-some callers were as young as 16, and a few as old as 61 who called on behalf of their daughters-with the mean age of the callers being 28 and a median age of 26. There were no appreciable differences between the age distributions of male and female callers.
A tabulation of the data by gender and marital status is shown in Table 1 . As reflected by the percentage of men and women in the "not reported" category, it appears that women tend to be more reticent about providing personal information.
7 There may be several reasons for this. First, women may be more concerned about privacy than men. A second reason may be that the propensity to share private information may be directly related to the degree of desire to learn about NFP. Those unsure if they wanted to use NFP would have been less likely to answer the questionnaire fully. Because of cultural factors (i.e., machismo) and the fact that the campaign was targeted to women, it is reasonable to presume that men who made the effort to call were highly motivated to learn about NFP. 8 Although an in-depth examination of this question is beyond the scope of this analysis, future research should provide some valuable insights into the attitudes of the callers.
Media Impact
A central question of the campaign was in what way a particular radio station impacted the response rate. The relationship between the radio stations and their listener responses was analyzed. Table 2 provides information about the radio stations, format, call letters and frequency, the number of respondents citing each station, and two measures of station ranking. The format was usually reported to the NFP office by the station, but in a few cases when it was not, the format cited in the Broadcasting & Cable Yearbook was used. The stations were rank ordered by the number of respondents identifying that station as carrying the ad that motivated the inquiry. For comparison, the Arbitrend rank listing by AQH (average quarterly hour) share for the winter of 2003 is presented. Although the response rates (number of respondents divided by total number of listeners) were too small for the application of many statistical analysis methods, the Spearman rank-correlation coefficient provided an indirect test of whether the responses varied by station format. If the number of respondents in each category comprised of an equal percentage of each station's audience (i.e., station format did not matter), then the ordinal rankings would be identical for both series and the correlation would equal one. The data suggests that the higher Arbitrend ranked stations did not necessarily bring forth more responses. The characteristics of the individual radio station programming and their listenership do seem to affect the response rate.
10 Table 3 shows the number of callers associated with each type of radio programming. Although programming may be taken as a proxy variable for listener demographics and psychographics, the definitions of specific formats are not always precise and may change over time. 11 However, in spite of this drawback, this data offers some valuable insights. As will be discussed below, the stations ranked by number of callers differs from a ranking based on NFP training session attendees. 
The Impact of Religious Affiliation
The Catholic ethic encompasses NFP. 12 Therefore, it was important to determine if Catholic callers differed from other groups. Respondents were divided into three categories; "Catholic", the broadly defined "non-Catholic", and "Not reported". Most of the non-Catholic callers were Protestant but there were a few Muslims, a Buddhist, an atheist, and a pagan among the callers.
About 12% of Wichitans are Catholic, while approximately 78% of the inquiries came from non-Catholics or non-reports. 13 Many Catholics have been exposed to NFP through channels other than the radio ads, news media and billboards. The Most Reverend Thomas J. Olmsted (who was at that time Bishop of the Diocese of Wichita) sent a letter to the parishes alerting priests and parishioners of the upcoming project. In addition, couples marrying in the Roman Catholic Church are introduced to NFP as part of their marriage preparation. Table 4 shows the breakout of callers by religion and sex. The relationship between religious background and the marital status of callers is explored in Table 5 . There does seem to be some evidence that the representation of marital status varies by religious background. 14 A critical question addresses the relationship between religion and radio station preferences. In other words, did Catholics and nonCatholics tune in to different types of radio stations? Table 6 shows the religious background of callers based on the type of station that prompted the call. There does appear to be some evidence that the three religion groups have different tastes in radio programming. More than one third of the Catholic respondents who heard one of the radio ads, heard it on KYQQ, the Spanish-language station. As can be seen in Table 6 , this group had a large impact on the Catholic distribution of radio listenership but had a much smaller presence in the other two religion groups. The order of preferences of radio format for non-Hispanic Catholics was adult contemporary, classic rock, and country, while the corresponding ranking for non-Catholics was Christian radio, modern rock, and country.
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Hispanic and non-Hispanic Catholics
Even though no data was collected on ethnic background, Hispanics could be identified as listeners of Spanish radio. While this operational definition missed Hispanics listening to English-language radio (and included non-Hispanics who listened to Spanish-language radio), it was able to bring out some insights into the cultural differences among Catholic respondents. In 2002, according to the Bureau of the Census, 8.8% of the population of Wichita was Hispanic or Latino. 16 Of the 702 callers in the database, 67 (or 9.5%) said they were listeners of Spanish-language radio. Of these 67 respondents, 53 identified themselves as Catholic.
One distinction of the Hispanic callers is that they were predominantly female-only one caller who listened to the Spanishlanguage radio station was male. In contrast, the non-Spanish radio listeners had a different profile. Thirteen percent of the non-Hispanic callers were men and 87% were women. The corresponding rates for non-Hispanic Catholics were 16% and 84%.
A second distinction of the Hispanic callers was the low reporting rate for single callers, as can be seen in Table 7 . Of the 53 Catholic Hispanics, 27 (or 51%) did not report their marital status. Many of these non-reports are due to interviewee refusals. This finding underscores the cultural sensitivity needed in a successful NFP awareness campaign and it supports the idea of using Hispanic media. 
Attendance Rates
Since a goal of the campaign has been to promote the practice of NFP, it was imperative to track follow-ups to the initial inquiry call. One of the hypotheses tested was whether attendance was contingent upon whether the man or woman made the inquiry call. Note that this hypothesis should be interpreted with care, because couples, not individuals, receive training. The decision to attend a session is made jointly by the caller and the caller's spouse. 17 For individual cases, it is unknown which of the two partners (the caller or the "silent" spouse) had the greater desire to attend.
Whether attendance was contingent upon marital status was also analyzed. Seventy-seven out of the 81 callers for whom marital status was not recorded did not attend a training session. Furthermore, four people with missing marital status data attended a session. 18 Even after considering interviewer error, it is reasonable to conclude that nonattendance is positively related to refusals. This strongly suggests that the openness of the caller to share information at the initial contact is a predictor of the likelihood of follow-up. It is likely that the decision to learn NFP occurs either before survey questions are asked or during the survey administration.
As noted above, the radio format could be interpreted as a proxy variable for caller attitudes. Table 9 ranks the formats and shows those yielding higher and lower than the average attendance rate of 21%. It shows the total number of callers citing each station format and the percentage of those who followed up with training. In particular, listeners of Christian, country, and adult contemporary seem to have a greatest desire to learn NFP. Listeners of the oldies station, contemporary hits, and modern rock had a smaller probability of follow-up than average. 
Conclusions
The two main purposes of compiling the database of callers were to (1)track the clients and the media that brought them to the NFP office, and (2)gather information to guide future awareness campaigns. The effort was successful on both counts.
The analysis of the data helped the NFP office reach several conclusions. The first was that the target audience exhibited great heterogeneity and had sub-groups, each with its own set of behaviors, divided along religious and ethnic lines. The four major groups represented in the data are: (1)Hispanic Catholics, (2)non-Hispanic Catholics, (3)non-Catholics, and (4)those not listing their religious denomination. This finding argues for further investigation into the cultural aspects of the callers. Like St. Paul standing in the Areopagus in Athens, the Church should continue to present its message in a culturally appropriate manner.
A second conclusion is that some callers, mostly women and non-attendees, are reluctant to answer questions. It is likely that privacy is an issue for the former group, while the latter group seems to be those who are "checking things out" but did not possess a great deal of motivation to practice NFP. A better understanding of these dynamics may help in getting them more involved.
The results regarding radio formats are intriguing. It is interesting that (in an area of the Midwest where country music is the most popular format) modern rock listeners accounted for the largest number of inquiries, but a proportionately smaller number of attendees. Modern rock listeners seem curious about NFP but are hesitant to come to a training session. This also argues for further research into how a person decides whether or not to practice NFP.
This research also presents some good news for the Roman Catholic Church. In light of the fact that 12% of the population of Wichita is Catholic, the high percentage of Roman Catholic attendees (22%) reveals that the Church's message about NFP is reaching the Catholic population. It is unfortunate that some Catholics may need a second invitation, but the high response rate indicates that the first invitation (such as through marriage preparation or a homily) did leave an impression.
There is another side to the high Catholic response rate. One of the goals of the test market was to reach the general population and the campaign was consciously designed not to be "Catholic." While the finding that 78% of the callers were non-Catholic certainly is welcome news, successful achievement of this particular goal would be indicated by a caller profile that mirrors the overall population of Wichita. Future campaigns have the promise of reaching out to non-Catholics even more as the NFP office was successful in fostering a higher "comfort" level for non-Catholic callers.
A caution must be noted in the interpretation of the data. "Marketing" NFP is not like marketing a soft drink. The success or failure of the NFP campaign can only be determined over time, perhaps even years, since NFP involves a process of maturation-both in relationship with God and inter-spousal relationships. A delay between exposure to the message and the inquiry call may indicate that couples are mulling over NFP and, therefore, are taking it very seriously. Hesitation to act may mean, "I'm not interested," or it may mean, "I want to take the time to think about it carefully and learn more."
In summary, the campaign was very successful and resulted in a marked increase in the number of couples receiving training in NFP. In the eight months after the start of the campaign, the NFP office had over 1000 calls inquiring about NFP from both Catholics and non-Catholics. In contrast, there were 196 calls in the eight months preceding the commencement of the campaign.
The campaign revealed a hunger for an alternative to artificial birth control. People want to know and are responsive when NFP is presented in an attractive, secular format. The response of men to the campaign was surprising and suggests that advertising through media that men listen to, such as talk radio or sports stations, may be very effective. It was a bold step in the community of Wichita publicizing a topic not easily discussed in public. Without a doubt, it was a very successful campaign that could easily be adapted for any other community. 4. The audience delivery estimates were provided by a marketing firm retained by the NFP Office.
5. People who have been prompted to inquire about NFP through the campaign are generically called "callers" in this paper, although there have been a few walk-ins. As the advertisements specified only a telephone number, only those with some familiarity with the diocesan offices would have been able to be a walk-in.
6. There are several reasons for missing data in market research; administrative error (such as data processing or interviewer error) and respondent error (that is, refusal to answer the question). Callers to the NFP Office were interviewed by the staff. The Spanish-language advertisements referred inquirers to a different office, which was not fully staffed. Callers sometimes left the information on an answering machine. Of the 702 records, the following are the number of missing records in each field: gender (34), age (68), marital status (81), religion (139), radio station prompting the call (187), attendance at an introductory NFP training session (0). 7. Even though there were some cases of interviewer error, anecdotal evidence suggests that women, especially Hispanic women, often refused to provide some personal information.
8. As an example of the reactions of men, a 33 year old man said, "Heard the ad and thought it sounded good. There has to be an alternative with all the problems with the pill we've been having." 13. Data on the Catholic population is available at http://www.catholichierarchy.org/country/scus1.html. The percentage of Catholic callers to the NFP Office in response to the campaign of 21.7% underestimates the true percentage to the extent that some Catholics may have decided not to report their religious affiliation.
14. A contingency test in the data in Table 5 resulted with a x 2 statistic of 72.22 with 6 d.f. Table 6 yielded a x 2 value of 184 with 18 d.f. More than one third of the Catholic respondents who reported hearing a radio announcement heard it on KYQQ, the Spanish-language station. When the contingency test was performed with Hispanic callers (defined as a listener of KYQQ) removed, the x 2 statistic dropped to 59. However, the results were still highly significant with 16 d.f. and a pvalue close to zero. 17. The use of the term "spouse" here does not exclude engaged couples (i.e., future spouses). "Partner" is overly broad and does not conform well to the Catholic Church's teachings. A contingency test on the sex of the caller and attendance at an NFP training session revealed a x 2 statistic of 2.64, which with 1 d.f. and a p-value of 10.4% is not significant. There does not seem to be a strong relationship between attendance and the gender of the caller.
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